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Abstract
The promotion is the most striking marketing area and the most active intervention in the
process  of  reaching  the  buying  decision  by  the  consumer.  The  publicity  means  the
communication with the consumers and their determination to test certain products; the
methodology of this area is based on modifying the consumers’ attitude.
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Introduction
Marketing is that function of a company that identifies the client’s needs
and desires, determines the markets that can be served best and conceives adequate
products, services and programs to these markets. These products will be sold very
fast if the client’s needs are identified and products of adequate superior quality are
created, if they are distributed and promoted efficiently. (M. Teodoru, 2004)
So,  the  study  of  the  consumers’  behavior  and  the  determination  of  the
potential answer to the activities of the company is essential to have success in
marketing.
Literature review. Discussions
The understanding of the consumers and the orientation towards them is
important for any company that follows the success in a competing environment.
These  intentions  though  do  not  lack  complications.  The  following
problems can appear in reality, because the consumers:
- are very different one from the other;
- act rather emotionally than rationally;
- manifest themselves differently in different moments of time;
- respond differently to the same stimulus in different moments of time;
- can be convinced – by the company or the competitor- in other words
they learn, changing their attitudes;
The  mixed-marketing  expresses  the  choosing,  dosage  and  combining
activity as coherent as possible, performed by the commercial administrators. The
components of the mixed-marketing are, as one knows, four: the product, the price,
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In  the  system  of  the  market  relations,  the  marketing  activities  of  the
modern company cannot be limited to the production and distribution of goods and
services. A permanent and complex communication with the external environment
by means of careful information of the potential consumers and the intermediates is
necessary,  that  is  the  deployment  of  a  promotional  policy  is  necessary.  This
communicational effort is meant to influence the buying and consumption behavior
and the support of the selling process.
The  promotion  policy  is  the  one  that  stays  at  the  basis  of the  selling
conception, a form of the marketing philosophy regarding the consumers. This
conception says that the consumers won’t buy enough products of a company if it
isn’t especially concerned with the selling and promoting on a large scale. This
conception is valid in the case of not searched for goods that the consumers don’t
normally think to buy: encyclopedias, burial places, stays in less known resorts.
In  this  order  of  ideas,  one  can  also  name  the  election  and  publicity
campaigns for a certain less-known candidate.
The company orientated towards sales has especially in view the results on
short term – profits by immediate sales. Why? Because the clients usually appeal
just once to the goods and services of the company. That’s why the company has to
identify the potential clients, the disentanglement being based on the highlighting
of the advantages offered by the product or the service. (Ph. Kotler, 2005)
The promotion is used to furnish pieces of information: the buyer  gets
pieces  of  information  about  new  products,  that  can  be  useful  for him,  and  the
sellers can inform their potential clients about the offered products or services.
Clients need to be reminded of the advantages of the products to prevent
them from changing their preferences, especially when the competition products
renew themselves.
The  companies  make  tests  to  compare  the  products,  they  develop
advertising campaigns based on the results of the tests that claim that their product
is better than the competition one and they use advertisements that belie the test of
the others, leading at the neutralization of unfavorable pieces of information that
appear as hits from the public that holds and spreads disadvantageous pieces of
information, applying the rumor technique.
The  marketers  distinguish  four  categories  of  activities  within  the
promotion: the publicity, the promotional activities, the public relations public and
the personal selling (Jim Blythe, 1998):
1. The  Publicity  is  the  paid  and  impersonal  communication  with  the
market; its impersonal nature is extremely useful for the sensitive products that
people are not willing to talk about in public; many consumers attach a certain
prestige to the product that is advertised in the mass-media due to the simple fact
that it is known nationally. Its disadvantage is that if the message causes confusion
in  the  mind  of  the  audience,  there  is  no  possibility  to  give  supplementary
explanations;  it  is  difficult  to  personalize  (for  example,  in  the  direct  sale,  the
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presentation, an impossible thing in the advertisement); the publicity is also not
effective and motivating in the buying actions as the direct sales are.
In most of the advertisements, the message with simple facet is used, only
the positive aspects of the products being revealed and not the negative ones. This
can determine the consumer not to be confident as the message is distorted. On the
other  hand,  many  publicity  specialists  believe  that the  double  facet message  is
risky, because the argumentation of the positive aspects can be insufficient and so,
the consumers can ignore it, retaining only the negative aspects. There are cases
though in which this type of advertisement is used.
For example, if the public already has a critical attitude with regard to the
product, the marketing specialist has nothing to lose in accepting that there also are
not wanted implications and he can launch an offset, taking advantage of the fact
that he can listen directly to the clients’ observations; and if he has to deal with an
intelligent public, the marketer will win credibility with the help of his sincerity.
The researches in the field demonstrated that the approaches with double facet take
shape in advertisements that remain memorized for a longer time.
2. The Promotional Activities consist of a diverse ensemble of specific
tools  meant  to  stimulate  the  faster  or  of  a  bigger  volume  acquisition  of  some
products or services by consumers or industrial clients.
The promotion of sales includes specific tools, meant for the consumers
(samples, coupons, sending back the money in case of dissatisfaction, reduction of
prices, gifts, awards, rewards for the trusty clients, free sampling of the products,
guarantees,  demonstrations,  contests),  for the business  partners (discounts  for
publicity, sponsorships) and for the sales forces (gratifications, contests, meetings).
The promotion of sales generates interest and emotion, allowing the access to the
market.
The free samples are useful to familiarize the consumer with the product;
many  such  samples  are  at  the  limit of  the  expiration  notice.  Such  promotional
activities are efficient when the consumer is asked to describe his own experience
in using the product or to fill in a questionnaire on this theme. This is a form of
active conditioning that can be efficient in the marketing of hard-to-sale products.
The  promotion  of  sales  is  also  extremely  efficient  in  the  phase  of  the
adoption of the product, but it can be used in any stage of the life cycle of the
product. The promotional activities are meant, in this case, to test the capture of the
consumer’s  attention  and interest;  the  product itself  should  create  the  desire  to
repeat  the  buying  process.  The  model  called  of hierarchy  of  effects   starts  by
knowing  the  product,  a  free  sample  being  offered.  If  the  product  is  new,  the
supervision of the free samples towards the innovative clients is important as they
can influence the attitude of the target-market on long term.
3. The Public Relations are a form of personalized communication, not
paid to a third party, with individuals and parties interested in the activity of the
company.  The  interested  ones  can  be  the  owners,  the  employees,  the  local
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The advantages given by  the public relations are the relatively reduced
costs and the perception of the message as being veracious, because the opinions of
some persons outside the company, apparently not interested, are considered as
being  very  veracious.  The  disadvantages  consist  in  the  lack  of  control  and  the
limited life of the message; first of all, not all the opinions expressed in the mass-
media are favorable and, secondly, the messages cannot be repeated because they
wouldn’t be perceived as having a disinterested character anymore.
The  purpose  of  the  public  relations is  the  creation  of  some  favorable
attitudes to the companies and institutions and they are based extensively on the
emotional side. The public relations of the companies can be:
- Reactive,  responding  to  the  clients’  complaints  and  to  the  negative
publicity;
- Proactive,  by  organizing  public  meetings  or  press  campaigns  to
highlight the image of the company.
The public relations function through the modification of firm convictions
of the public with regard to the companies or institutions. In the case of the reactive
public  relations,  they  will  try  to  offer  offsets  to  those  who  formulate  the
accusations; in the case of the proactive ones, the creation of a favorable opinion to
the consumers is attempted through a positive transformation of the perception of
the own activities.
So  the  companies  call  in  to  attractive  cognitive  aspects  to  shape  the
attitudes of the consumers, usually using the press campaigns; the press articles
have  more  chances  to  be  read  and  believed  by  the  consumers  than  the
advertisements, because they appear within the news and in other backgrounds of
information.
The intention of the responsible actors in the field of public relations is not
to develop a favorable tendency to the product, but they only pursue the affirmation
of a positive feeling, of cognitive emanation, as far as the company is concerned.
4. The  Personal  Sale  is  based,  exclusively,  on  the  direct  interpersonal
communication. A person holds a presentation in front of another person or of a
group, the audience can be made up of the individual consumers, the organizational
clients or the marketing intermediates, in this form of promotion.
The advantages that it offers are: the direct feedback and the possibility
that  the  clients  can  see  the  product  functioning,  a  fact  that  facilitates  the
understanding of its usefulness.
The disadvantages would result in the high cost of a personal contact and
the lack of consistency, due to the fact that not all sales agents transmit the message
identically, as the same agent does not transmit it identically from one presentation
to another.
The sales agent usually begins by determining the consumer’s needs, then
he presents a possible way to solve the problem and, finally, he invokes a suitable
closure to conclude the sale. He uses a series of techniques to drive the consumer to
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needs; the agent will avoid questions with a negative reply, even if the answer is
not directly linked to the object of sale.
Concluding remarks
Everybody admits that the persuasion is the purpose of any promotional
demarche. The posters, the advertisements broadcast on television or at radio, the
flyers or the prospects  are unavoidable. Contrary to the opinion that too much
information  kills  the  information,  the  simple  effect  of  exposing  the  people  to
stimuli  is  enough  to  change  their  judgments.  This  effect  called  of  the  simple
exposition was shown by an American researcher – Zajonc. He demonstrated that
the frequency of the exposition on the judgment influences the evaluation made by
the consumer, which is not linked only to the intrinsic properties of the product.
The influence of the repeated exposition consists in the consumer’s familiarization
with the product which generates the preference. The effect was proved by various
with the help of some specific stimuli – music, wrappers - the strategic importance
of  a  simple  repeated  presentation  of  the  same  information  being  pointed  out.
(Nicolas Guéguen, 2006)
The sales agents cannot determine the consumers to buy products that they
do not want but, still, they can try to offer new pieces of information to change
attitudes, and then to coach their client up to the final, by the process of reaching a
decision.
The  studies  are  concentrated  in  two big  directions (I.  Cătoiu,  N.
Teodorescu, 2003):
1. The taking into account of the consumers’ opinions and suggestions in
the  complex  activities  to  create  the  publicity  supports  (TV  spots,  publicity
insertions at radio/written press).
2. Commensurate  the  consumers’  perceptions and  reactions  at  various
publicity spots.
Amongst the questions that the company has to ask:
- What kind of publicity will sensitize the consumers?
- What will encourage them to buy?
- How can their necessities be activated and how can we offer them a
credible way to satisfy them?
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